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Abstract

Spaces contain and create meanings through the interplay of their surrounding physical and
mental landscape i.e., geography, social activity, and representation. Like many defined spaces,
Montréal is not only a social and spatial manifestation of a singular community, but an ideal
conceived and constructed through interpretation, objectives, and media portrayal— a mosaic or
assemblage. Conceptualising Montréal as a brand being one of the cultural capitals of Canada is
deeply tied to an assemblage of its diverse roots and identity beyond its history. This thesis
explores the notion of city branding to understand how a city’s image and reputation evolves in
response to multiple forces of development, gentrification, transport, public spaces and arts,
tourism, and financial pressures. In this study, I will be questioning how Montréal presents itself
officially through the department of Tourisme Montréal to shape these narratives/identities.
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Introduction:

The cover of the booklet shouted the tagline, "Montreal: The Paris of the New World." (Laura Marchand/CBC)

Montréal between Experience and Branding

Spaces contain and create meanings through the interplay of their surrounding physical and
mental landscape i.e., geography, social activity, and representation. Like many defined spaces,
Montréal is not only a social and spatial manifestation of a singular community, but an ideal
conceived and constructed through interpretation, objectives, and media portrayal— a mosaic or
assemblage. Conceptualising Montréal as a brand being one of the cultural capitals of Canada is
deeply tied to an assemblage of its diverse roots and identity beyond its history. This thesis
explores the notion of city branding to understand how a city’s image and reputation evolves in
response to multiple forces of development, gentrification, transport, public spaces and arts,
tourism, and financial pressures. Furthermore, I will be questioning how Montréal presents itself

officially through the department of Tourisme Montréal to shape these narratives/identities.
Therefore, I will focus on projects that draw out bottom-up urban community narratives to
develop and expand on an urban brand — along with the consideration of action-based projects
designed to care for urban sites and their social relationships. The authentic experience and
representation provides a space of exploration into representational imagery and branding for a
city. Place marketing can be explored by asking questions such as: Whom does it serve? How
has this representation changed over time? How does imagery show tensions between contrasting
representations? How do different actors represent the space? There have been studies on the
interaction between place identity and image creation by researching how societal dynamics are
played out in the urban environment.

According to social anthropologist Akbar Keshodar, major metropolitan areas all over the world
compete against one another to deliver a distinguished brand through the arena of tourism, which
is shaped through their conceived identity and the experience of those in the city (Keshodkar 98).
The creation of a brand involves capturing and shaping the city as a product and known entity for
local people, as well as visitors and tourists. While Keshodar wrote about the state-directed
tourism branding and cultural production in Dubai, it is still applicable to other countries and
cities that are concerned with their overall image like Montréal. In this arena, Montréal
government holds a particularly complex dual identity, an english-speaking city situated in an
francophone province within an anglophone North America. In reality, Montreal’s identity is
always under contestation with its anglo-saxon and francophone roots as its local reality it is
always fighting these tensions. The aim of this project is to interrogate the relationship between
the local and the global in the city, through engaging participants in an accessible dialogue on
government-initiated projects in relation to their personal environments. In this study, I employ

an empirical and qualitative approach to examine and scrutinize the images used in the deliberate
creation — or fabrication —of the city of Montréal. Thus, I explore the image of the brand of the
city of Montréal, Québec as a product of imagery moulded by social and commercial processes,
physical planning, and institutional intervention, instead of the mosaic or assemblage it is widely
known to be.

The empirical research in the following sections is based on qualitative analyses and literature
reviews. The qualitative information was used to evaluate perceptions of neighbourhood change
and the effects on residents and community culture towards different branding initiatives.
Information was obtained from scholarly critiques and official governmental documentation. The
first chapter of this thesis explores the history of gentrification and urban renewal in Montreal,
with a specific focus on a case study on Little Burgundy, a neighbourhood that once housed a
large population of black railway workers in the 1880s. The deindustrialized neighbourhood has
been the centre of Montréal’s Black anglophone population since the 1880s. By the 1970s,
however, it became the site of urban renewal demolitions that made way for low-income public
housing and an expressway, displacing many long-term residents and communities. The second
chapter focuses on reimagining the city as a creative space, wherein public arts have been added
to the agendas of city planners to engage public audiences. The Quartier International De
Montréal used to be a vacant lot before it was restructured and built a new public square park,
Place Jean-Paul Riopelle. With the addition of the fountain sculpture as a centerpiece, it created a
space that honored design, architecture and culture activities in a renewed area of Downtown
Montréal. The third chapter delves into the concepts of accessibility and mobility via
transportation in a city, with a case study detailing the Bonaventure Project. Much of Montréal’s
distinctive modernization of transit had been accelerated during the time Mayor Jean Drapeau

served, as he prioritized metropolitan infrastructure for the mega-events of the 1970s.
Transportation plays a huge role in navigating through an area, therefore highlighting a project
that provided a user-friendly public space linking two neighborhoods contributes to how
Montréal manages their image. Each of these chapters features a specific case study that impacts
the image production of a city, based on research and other experiences.

City Branding

Government-devised place branding initiatives are underlined by an agenda to improve and
promote places along with the town planners, local businesses, residents, and buildings
associated with the place. In the case of Montréal, “branding” refers to the development of an
image. Place branding is using branding strategies to promote a town, city, region or country,
with the goal of attracting tourists, businesses, cultural events, and public and private
investments (Hanna & Rowley 473). A focus on branding allows for an opportunity to
understand how a place is perceived and experienced, as well as how those perceptions can be
managed and improved. Virtually, local governments are able to have total control over how they
represent their municipality on a maintained website (Grodach 184). The images, buildings,
people, and places they choose to display and symbolize their city. Which images do
governments draw on to construct a city identity? How do the projects they choose reflect the
local population and built environment of the city? How do they decide on what or whom to
show? How does the way local municipalities represent themselves affect how one experiences
the city? While municipal authorities wish to highlight the curated images they promote,
oftentimes marginalized/displaced communities and “flaws” are concealed. The imagery that is
produced by local communities, the government, and corporate entities have been developed

overtime, but they are also constantly changing. Marketing practices, such as slogans and tourist
campaigns, have always been in place but even more so as countries become dependent on
touristic ventures, thereby causing government entities and corporations to increasingly manage
the image of the city and its urban identity.

The first element that needs to be addressed in unravelling the complexity of urban identity is the
concept of the urban and the concept of the urban as a geographical place or space. A place or
space plays an important role in establishing a sense of belonging and constructing identity.On
the other hand, municipal governments are concerned with the need to market and differentiate
themselves from other localities, especially in the age of globalization and increased
transnationalism. These governments make a conscious attempt to shape and design a place
branding and identity to promote to their target audiences e.g., tourists (Kavaratzis & Ashworth
506). An urban identity encompasses one’s social and self-identity and results from an
individual’s everyday lived experiences within the context of the city. Although it is difficult to
highlight every individual’s experiences, especially with concerns of intersectional experiences
emerging from different classes, BIPOC, etc, I would like to dwell on the curated and managed
identity fabricated by the government body and its associated officials. Places are linked with
experiences, which are developed through its functional and tangible attributes, as well as the
infrastructure and landscape strategies (Hanna & Rowley 473). A focus on branding allows for a
development of how a place is perceived and experienced and how that is managed. A traveller’s
choice depends largely on the images held pre- and post-visitation. Therefore, it is important to
create a compelling brand experience outside the physical space. In other words, marketing is a
planned practice of signification and representation. Kevin Lynch’s Image of the City highlights
the importance of image development, which includes visual sensations of color, shape, motion,

or polarization of light, as well as other senses (Lynch 3). Having a distinctive and legible
environment, Lynch describes, heightens the depth and intensity of an experience (5). While
Lynch’s work is more relevant in the 60s and 70s, where urban planning was predominantly
informed by behavioural sciences, he outlines how having a distinctive environment heightens
the depth and intensity of an experience (Lynch 5). Lynch delineates how people perceive,
inhabit and move around in the urban landscape, which explains how an urban space is not just
composed of its physical characteristics but equally by representations in mental images:

Environmental images are the result of a two-way process between the observer
and his environment. The environment suggests distinctions and relations, and the
observer—with great adaptability and in the light of his own purposes—selects,
organizes, and endows with meaning what he sees. The image so developed now
limits and emphasizes what is seen, while the image itself is being tested against
the filtered perceptual input in a constant interacting process. Thus the image of a
given reality may vary significantly between different observers. [...] An
environmental image may be analyzed into three components: identity, structure,
and meaning. It is useful to abstract these for analysis, if it is remembered that in
reality they always appear together. A workable image requires first the
identification of an object, which implies its distinction from other things, its
recognition as a separable entity. This is called identity, not in the sense of
equality with something else, but with the meaning of individuality or oneness.
Second, the image must include the spatial or pattern relation of the object to the
observer and to other objects. Finally, this object must have some meaning for the

observer, whether practical or emotional. Meaning is also a relation, but quite a
different one from spatial or pattern relation. (Lynch 7-8)

Lynch describes how image development is a two-way process between the observed and the
observer and how the image can be strengthened by symbolic devices or by reshaping one’s
surroundings (11). As mentioned in the quote above, there are three components of the image:
identity, structure, and meaning. In this study, I take a material culture approach to look more
closely at how the social imaginary of Montréal is being continuously formed by the identity of
place. The use of images as material evidence serve to illustrate transformations in the urban
imaginary of the city of Montréal.

On the other hand, while Lynch and many other authors emphasize the visual and physicality of
spaces, Juhani Pallasmaa, a Finnish architect, engages with the phenomenological experience or
involvement with all our senses of spaces. In his book The Eyes of the Skin (1996), explains how
the sense of self, while strengthened by art and architecture, “allows us to engage fully in the
mental dimensions of dream, imagination and desire” (Pallasmaa 11). To build on the importance
of the environmental sensibilities, I wanted to bring in his work on how architecture should not
be predominantly focused on sight. Pallasmaa embraces the multisensory apprehension of the
urban environment and the city’s atmosphere:

The essential mental task of architecture is accommodation and integration.
Architecture articulates the experiences of being-in-the-world and strengthens our
sense of reality and self; it does not make us inhabit worlds of mere fabrication
and fantasy. The sense of self, strengthened by art and architecture, allows us to

engage fully in the mental dimensions of dream, imagination and desire.
Buildings and cities provide the horizon for the understanding and confronting of
the human existential condition. Instead of creating mere objects of visual
seduction, architecture relates, mediates and projects meanings. The ultimate
meaning of any building is beyond architecture; it directs our consciousness back
to the world and towards our own sense of self and being (Pallasmaa 11).
Pallasmaa connects the atmosphere of an urban space as the overall feeling and tuning of the
experience, opening up the trajectory of aesthetics beyond the field of architecture and peripheral
visions. A place offers both functional (tangible) attributes and experiential (intangible)
attributes, which additionally includes emotional experiences. Functional attributes are often
reaped through infrastructure and landscapes, embracing the built environments, urban design
and architecture, while experiential attributes could be realised through cultural events and
entertainment (Hanna & Rowley 477). Pallasmaa additionally expands on how we have an
innate capacity for remembering and imaging places:

Perception, memory, and imagination are in constant interaction; the domain of
presence fuses into images of memory and fantasy. We keep constructing an
immense city of evocatino and remembrance, and all the cities we have visited are
precincts in this metropolis of the mind [...] There are cities that remain mere
distant visual images when remembered, and cities that are remembered in all
their vivacity. The memory re-evokes the delightful city with all its sounds and
smells and variations of light and shade (67-70)

This passage highlights the importance of post-visitation images of a particular area and how
image making labor does not only happen when one is in the environment but a continuous effort
that involves pre-expectations and how they dwell in our memories. Following Yuriko Saito’s
Aesthetics of the Everyday as a framework for the urban environment, we come to understand
our everyday environment as a site for visual exploration and appreciation. While Western
aesthetics tend to natural objects and built structures as fine arts, Saito challenges this limited
scope by widening the trajectory to include objects, events, and activities that constitute people’s
daily life (Saito 2019). In this study, the “everyday” of everyday aesthetics will be coined with
one’s environment and in this case, the urban environment of Montréal. Contemporary aesthetics
is moving away from an optically centric standpoint, I want to incorporate one’s
phenomenological experiences towards aesthetics in relation to the building of an urban identity.
That is not to say that the spectacle of a city has no place, but this research will focus on overall
embodied experiences. By blurring the creator/spectator dichotomy, Saito explains how artists
create art as a joint venture in collaboration with the general public to create:
Art and aesthetic in this context are not regarded as decorative amenities or
prettifying touches. Rather, organizational aesthetics and artification strategy are
based upon the premise that humans negotiate life, whatever the context may be,
through sensory knowledge and affective experiences by interacting with others
and the environments. As such, workinging with the aesthetic dimensions of these
professional activities and environments cannot but help achieve the respective
goals and, perhaps more importantly, contribute to the wellbeing of the members
and participants. Art and aesthetics can be a powerful ally in directing human

endeavors and actions and determining the quality of activities and environments
(Saito 2019).
Saito reinforces Pallasmaa’s atmospheric appreciation of aesthetics, rather than placing great
weight onto physical realities. Although Saito holds true in the context of 20th century Japan,
where an everyday can correspond to a largely middle class and uniracial society, I am placing
the importance of the atmosphere on the foreground with her works. Each of the authors
mentioned (Lynch, Pallasmaa, Saito) all help in setting up the situation of a cityscape and
establish the importance of image creation as well as the embodied experience that contributes to
the image. Throughout this paper, I will be expanding on the conceptualization and theories of
city branding onto the urban environment of Montréal.

Montréal’s Brand Identity

The famous Lewis Mumford, urban historian and sociologist, question from the 1930s, “What is
a City,?” has evolved into a much more complex question. It is no longer a “theatre of social
action,” wherein Mumford described the city as a constructed, physical space but now we
envision society and the city is much more than its concrete manifestations. The island of
Montréal is situated between the Saint Lawrence river and the Rivière des Prairies in the
province of Quebec, making Montréal the perfect port city and it is still considered as one of the
country’s major industrial centers. The city was named after Mont Royal in the 18th Century,
which is its most prominent geographic feature. The economy was mainly based on the fur trade
for the first 150 years before evolving into a more diversified commercial metropolis. In more
recent years, Montréal is considered the economic center of Quebec, as well as the second
financial center of Canada. Montréal is Canada’s second most populous city, also known for
being one of the bilingual capitals in the country. French is the official language, but the city has
a very diverse demographic beyond its French speaking population. Being colonized first by the
French and then the British in 1760, Montréal is a melting pot of two European countries and
deeply influenced Montréal’s architecture and urban planning. The city of Montréal is divided
into 19 boroughs with a population of more than 4 million inhabitants (Statistics Canada, 2016).
Montréal is home to six universities and is considered one of the best student-friendly cities in
the world. The city stands out for its design leadership, and was awarded by the UNESCO Ville
de Design in 2006. The city continuously seeks to differentiate itself with support from its
peculiar historical and linguistic features and it endeavours to sustain its title as a cultural capital
of Canada.

Much of Montréal’s advertising and official branding identity is done through Tourisme
Montréal, the municipal department of tourism of the city. The department was first founded in
1919 by the Automobile Club of Montréal and several other companies as a collaboration to
promote Montréal and its road network in order to develop some touristic activities (“History of
Tourisme Montréal”). By 1924, the bureau was renamed the Montréal Tourist and Convention
Bureau as an attempt to attract business travel into the city. Slogans such as “Cosmopolitan
Montréal” and “Abroad Without Crossing the Sea” were used to render the image to encourage
business travel to the city. By the 20th Century, Montréal became the center for commerce and
finance in Canada and North America’s second-largest port city (“History of Tourisme
Montréal”). Combining North American comfort and European charm, Montréal has capitalized
on the reputation of being the “Paris of the North”. Montréal’s transformation into a modern
metropolis in the 1960s is characterized with projects such as the construction of Place des Arts
and Places Jacques-Cartier. In more recent times, with social media on the rise, Tourisme
Montréal adopted campaigns such as the #MTLMoments.

In March of 2015, Tourisme Montréal announced its new branding image to present Montréal’s
identity as a “creative, energetic, and dynamic city that’s always on the cutting-edge of new
discoveries and experiences” (“Tourisme Montréal puts the city at the heart of its new brand
image”). What does it mean to be “creative, energetic, and dynamic? What are the meanings
behind these languages? Politicians can attach meanings to the concepts which best suit their
interest or the actual situation, but there is much ambiguity that surrounds the adjectives chosen
for the new branding. Image and reputation have become essential parts of the state's strategic

equity; similar to commercial brands, image and reputation are built on factors such as trust and
customer satisfaction. Montréal, as well as many other cities, definitely battles with the need to
be modern and current while preserving their rich histories. We can observe the “creative,
energetic, and dynamic” city brand through the three case studies throughout the rest of the
chapters of this thesis. Although my focus on the commercialised and government-initiated
representation of the city, may not include all representational practices in everyday life in
Montréal, they are still influences that affect the identity of the space, individuals and the
community.

An Analysis of Montréal’s Brand Images
Articulating a brand focuses on the processes associated with the brand, which includes verbal or
visual identities through choices of its name, logo, colour palettes, and images (Hanna & Rowley
469). In this section, I will be reviewing some of the branding images of Tourisme Montréal over
the years and how it correlates with the city’s realities. Tourisme Montréal’s new and current
brand image and its iterations (See Figures 1 & 2) was imagined under the creative direction of
Claude Auchu of Lg2boutique and was revealed in 2015, as mentioned previously. It is adaptive
and varies with the seasons and the events that mark the city, attempting to create a well-rounded
experience (“Tourisme Montréal puts the city at the heart of its new brand image”). Additionally,
it adds significant emphasis on the accent on the é, representing the North American French flare
of the city. It gives tribute to the past while rendering a more modern and minimalistic look to
the brand image. The city often gives tribute to the good ol’ days, even its slogan since the mid
20th century “Je me souviens” translates to “I remember” (“La devise québécoise «Je me
souviens»”). Taking all these official promotional elements into account, does it represent the

true nature of Montréa’s brand image? Governments often attempt to only highlight the positive
aspects of the city, while concealing its shortcomings.
Figure 1.

Figure 2.

The é can be seen in each iteration (figure 2), respectively corresponding to a different event, for
example the summer fireworks festival in the bottom middle. It seems a bit over simplified but it
follows along mainstream minimalistic design trends, many of which often opens more space for
diverse interpretations to its audience. It is not the first time Montréal has stressed its
Francophone identity into its branding, rather the french connection stays consistent even from
the 1930s when Tourisme Montréal, otherwise known as the Montréal Tourist & Convention
Bureau at that time, marketed the city as “The Paris of the New World” and created a booklet
that was sent to their bordering American neighbors.

Figure 3.

The cover of the booklet shouted the tagline, "Montreal: The Paris of the New World." (Laura Marchand/CBC)

However, the city’s slack laws and reputation regarding the consumption of alcoholic beverages
and brothels in the 1920s is what truly earned its title of “The Paris of North America”
(“Remembering Montréal Cabarets”). This reputation and the province’s minimal legal drinking
age of 18 makes it a hot spot for tourists from higher drinking minimums, especially the United
States. Comparing the city to a bigger city like Paris, diminishes Montréal’s individual identity
and solely features the Francophone side.

Figure 4.

Roger Couillard, Bureau de la publicité de la province de Québec 1950

The next two posters (figures 4 and 5) are by artist Roger Couillard, a visual artist and poster
designer, known for his bright primary colors, lineless shapes, and minimalist compositions. He
created posters for a variety of national institutions such as the Canadian Pacific and Canadian
Steamship Lines. Many of his posters of the city serve as art historical evidence of Montréal’s
self-presentation to the outside world. As an attempt to get tourists to visit during the winter, the
city was marketed and praised for its supposed perfect winter wonderland weather
(“Remembering Montréal Cabarets”). While skiing on Mont Royal is possible, in this specific
publication from the 1950s gives off a false illusion that there is a mountainous playground in the
center of the city ideal for winter activities while in reality only a bit of cross-country skiing is
possible and certainly not suitable for alpine enthusiasts. To be fair, Montréal does receive a large

amount of snow during the winter season but the city’s conditions and natural circumstances do
not allow for sports that call for mountainous slopes.
Figure 5.

Roger Couillard, Rare Books and Special Collections Division. McGill University Library, Print Collection - Canadian War
Posters. 1955

This second selection of a poster by Roger Couillard, highlights the bustling modes of
transportation offered within the city, as evidenced by the steam boats, rowboats, horses and
buggies, bridges, trams, and more. The image presented depicts Montréal much more bustling
and condensed than it actually was. The city’s major cultural sites, such as the Saint Joseph’s
Oratory and the Notre-Dame Basilica, are prominently displayed and adjacent to one another but
in reality these attractions are on opposite ends of the island. In addition, during the late 1990s,
Montréal recognized the potential of the Gay Village as a tourist destination and therefore spent a
great deal of efforts to produce maps, magazines, brochures, etc to promote the Village, such as a

series of “Visit Historic and Gay Montréal” posters. Official government produced material
presents the Village as a spectacle, a place of fantasy and suggests that Montréal as a place to
discover sex and entertainment, connecting into the red-light fantasy that was attached with the
“Paris of the North” imagery.

These are just a few of the images of Montréal by governmental institutions that are put out as
representations of the city to the rest of the world. Even so, we can see different phases of
branding it has been through. Montréal has gone through many waves of branding, one of the
most notable one being Major Jean Drapeau’s vision of presenting the city as an international
hub during the era of the World Expo and the Olympics. With the desire to represent Montréal as
a modern, world-class Francophone city of the future, Drapeau had visions of “grandeur” and
growth that led to increased funding for city development (Levine 105). The World Expo of
1967, along with massive public works expenditures, physically reshaped Montréal. This
included major highway expansions and bridges throughout the Montréal region, the
construction of the public subway system, and the underground network of pedestrian walkways,
otherwise known as the ville souterraine1. These grand events were used as catalysts for major
investments in international hotels and shopping, in addition to state-of-the-art public
infrastructures, which would later become government-owned infrastructures. Drapeau’s
aspiration to make Montréal a global destination for tourists and investors was conceptualized
alongside global mega-events like Expo ‘67 and the Olympic games. He aimed to use the
exposure the city would receive from hosting such events to demonstrate to the world the
emergence of Montréal as an economically booming and culturally vibrant city, as well as entice
an influx of tourism. Expo ‘67 was a success, with over 50 million visitors, surpassing the
1

French for “underground city”

estimated 35 million, appreciating the city’s mix of modern and historic architecture (Whitson
1219). The general exposition was held on two artificial islands, Ȋle Sainte-Hélène and Ȋle Notre
Dame, which were both partially made out of the excavation debris from the Metro system
construction project. The exhibition was part of an urban redesign project and pushed the
expectations of Montréal, articulating the city’s ambition to extend and expand into new spaces
and into the future. As a result, Montréal’s skyline was elevated with new, imposing buildings,
sealing the past and manifesting Drapeau’s imaginary globalized Montréal.

Following Montréal’s Mega-Events Era, was the Tourism Infrastructures of the 1980s-2000s.
Shifting away from mega-events of the last two decades, Montréal moved on to becoming
heavily committed to drawing in tourism for economic development. Since the 2000s, there has
been an emphasis on design as an agent of urban economic development. The city of Montréal,
has been in collaboration with a number of partners, some of which include Culture Montréal,
the Ministere des Affaires Municipales, and others, to mobilize a broader creative city script for
initiating dynamic design in the city (Rantisi & Leslie 365). With these efforts, Montréal became
the first North American city to be designated as a UNESCO Ville de Design in 2006 (“Launch
of Montréal, UNESCO City of Design Initiative”). The emergence of Montréal as a center of
design is due to its rich institutional nexus that supports culture in the city and in the broader
province of Quebec, creating a strong cultural mandate with tension arising due to being a
Francophone metropole in an Anglophone North America (Rantisi & Leslie 311).

Physical realities of a place are often differing and instantiations, whereas the experience is the
actual product. Landscapes change due to changing desires, technologies, and economies. Places
cannot keep the same conditions forever, therefore leaders should be able to consider the forms

of spatial planning that enforces change while being able to retain some older qualities. Leaders
should be able to re-energise and regenerate existing landscapes with the development of arts and
cultural quarters. Cultural quarters can lead regeneration and stimulate innovation and creativity.
Although one must be cautious of gentrification and losing the distinctiveness of the space
(Hanna & Rowley 477). The biggest challenge many urban planners face is how to promote the
historical uniqueness of the city while presenting themselves as modern and contemporary.
Shaping the image of a brand requires maintaining a level of consistency and we can definitely
see that with Montréal’s francophone pride and advocacy that is streamlined to many of the city’s
marketing strategies.

As mentioned in Grobach’s Urban Branding, there is also a tendency to misrepresent the city and
exclude its disadvantaged residents in order to promote it in a positive way (183). Given so, it is
still important to consider and understand the image strategies the municipal government
employs because they play an important role in shaping our perception and influence how we
think about the city (Grodach 182). The way the city is marketed shows how it can draw our
attention toward how the city is depicted and thereby for whom the city is imaged. Although
many of the government initiated urban renewal projects I will be introducing later on have
specifically catered to more privileged sections The image of Montréal and efforts to control its
urban development are moulded by the interests of local economic development and managed by
governmental powers and corporations. Branding efforts prioritizes profits over other forms of
local community development, the image being presented is granted power to be seen as
authentic and true. This act of representation implies that reality can be interpreted by those who
manage it, which oftentimes has inconsistencies in the individual perception and are deliberately

distorted to elicit emotion or attraction for a broader population. The marketing of a place is part
of the commodification of everyday life, urban culture and imagery are manipulated and
represented by institutional codies to create new, alluring images of the place. Greenberg’s
Branding Cities, expresses how ““authentic” urban lifestyles, public spaces, and local traditions
are used as vehicles for corporate branding” (Greenberg 2000: 255). In the following chapters I
will be presenting three government initiated urban renewal projects and the implications on
Montréal’s urban identity and urban branding.

Reimagining the City as a Creative Space

A creative city is a term used by many in art and design. Urban authorities from all over since the 1990s
have been reimagining and transforming the uses of urban spaces (Hulbert 264). City planners have also
been incorporating arts into the public, whether through the installation of sculptural works, reshaping
the architectural profile, and fostering community events. Artists, craftspeople, musicians, street
performers, and the like become integral parts of the city’s entrepreneurial strategy, habitually giving
into gentrification whether they know it or not. Branding methods present creativity and fine arts have
become a more valuable ingredient to urban society and play a major role in how an urban space is
experienced, helping facilitate new connections and relationships between the community and public
sites. Additionally, there exists extensive literature highlighting the transformation of urban
environments into innovative creative places. Urban planners now look to creative communities to help
re-imagine spaces in ways that would engage public audiences (Hulbert 265). For example, this can be

seen through cultural and art festivals throughout the city, such as Montréal’s yearly international urban
art movement MURAL festival that runs during the summertime involving live art, music, exhibitions
and artist talks along the central stripe of Saint-Laurent Boulevard.
In Tammy Wong Hulbert’s Applying the Creative City, she discusses Callum Storrie’s The Delirious
Museum (2006) and the re-evaluation of relationships between the collection and the container (271).
Hulbert is a visual artist and curator that investigates how the urban condition impacts the way artists
and urban communities engage with their environment, as well as offers an alternative model of
exhibition to traditional museology. She discusses Callum Storrie’s The Delirious Museum (2006) and
the re-evaluation of relationships between the collection and the container (271). Storrie’s work presents
how the boundaries between the museum and the cities around them are blurred, he starts at the Louvre
in Paris and makes his way through London, Los Angeles and Las Vegas. Hulbert expands these shifting
perceptions of the city allows us to see ourselves as part of a community of shared experiences. She
reconnects the curatorial narratives of museums and one’s urban environment, as the city’s museums tell
the community a shared story of place (272). Hulbert stresses the importance of community and space:
The concept of community is significant for this research as the curation of public spaces
advocates ways of reconnecting communities to shared public spaces through the
addition of meaning and narration of place. Reconnecting individuals to public urban
spaces is a way of encouraging a sense of belonging in urban societies, and being part of
a strengthened community (Hulbert 2011: 272).
By extending Storrie’s concept of the museum and urban space as a fluid entity, this opens the
possibility of urban spaces as sites for artistic expression. Hulbert’s work emphasizes the multi-layered
and fragmented 'hyphenated' space between cultures, specifically engaging social practices with various

urban communities and exploring the role of art that encourages the curation of inclusive globalising
cities. This collaborative community-based approach, ideally city planners work with local communities
and artists to activate spaces through social and aesthetic methods wherein they turn abandoned lots into
iconic meaningful spaces. The process of artistic interpretation of a place can imbue sites with meaning
and help connect communities and have economic benefits for the broader society. Thereby using the
city as a creative space that contributes to the aesthetic of the respective city and allowing for the urban
space to be a site for expressing, viewing, exploring, engaging and interpreting artistic intentions and
interactions. For example, since 1996 the city of Montréal has hosted one of the longest-running annual
graffiti festivals in North America called Under Pressure. It takes place in Quartier Latin around August
and it is a festival that focuses on community development, artist empowerment and positive youth
development. It allows for local artists to express themselves in a large-scale and legal manner, all while
crowding together over live painting sessions, skateboarding, talks, and music.
Borrowing from urbanist Edward Soja’s narrative of the ‘thirdspace,’ wherein he explains a socially
produced space and coining it with the spatiality of Montréal (place, relationship of the community,
mental spaces, physical environmental, and the relationship to the natural environment) and how it
contributes towards re-imagining Montreal through the lens of a creative space. Thirdspace is the space
we give meaning to, thereby shaping the experiences that encounter it. Taking this expansion on the
notion of space and those who enter it with Pallaasmas’ multi-sensory connection explained here:
The encounter of any work of art implies a bodily interaction. The painter Graham
Sutherland expresses this view on the artist’s work: ‘In a sense the landscape painter must
almost look at the landscape as if it were himself - himself as a human being.’ In
Cezanne’s view, ‘the landscape thinks itself in me, and I am its consciousness.’ A work of
art functions as another person, with whom one unconsciously converses. When

confronting a work of art we project our emotions and feelings on to the world. A curious
exchange takes place; we lend the work our emotions, whereas the work lends us its
authority and aura. Eventually, we meet ourselves in the work. Melanie Klein’s notion of
‘projective identification’ suggests that, in fact, all human interaction implies projection
of fragments of the self on to the other person. (Pallaasma 1996: 66)

Pallaasma's explanation of meeting with a work of art leads to a sensory experience with the
environment. By bringing together Hulbert and Pallaasma, I want to extend Pallaasma’s sensory
experience in relation to Hulbert’s City as a Curated Space thereby creating a dialogue between artwork
and the urban city. While there is not a single free surface in a city and it is illegal to mark it, the creative
spaces I talk of does not acknowledge graffiti and other urban expressions to take place inside these
legal restrictions.

The Quartier International De Montréal (1997-2004)
The Programme particulier d'urbanisme (PPU) was a project that aimed to reconstruct the area around
Victoria Square and the Palais de Congrès that was left behind by the Ville-Marie Expressway. This area
is located in the heart of Montréal, with the Palais des Congrès to its east east, Place Bonaventure to the
west, the Cité du Multimédia to its southwest, Old Montréal and Old port to the south, the business
center to the Northwest, and Chinatown in the Northeast (Ville Montréal). It is also situated in the area
with the most ‘international’ activity, as it is home to the convention center, the Centre de commerce
mondial de Montréal2, the headquarters of the l'Organisation de l'aviation civile internationale (OACI)3,
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Montréal’s World Trade Center
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Tour de la Bourse4, and Place Bonaventure (Ville Montréal). The project aimed to maximize the
economic and cultural benefits of the area, specifically with the addition of a new public square.
Figure 6

Le Quartier International et son Environnement, Denis Labine (1999)

As a result of the Ville-Marie Expressway, there were many vacant lots and surface parking lots near the
area of the large Palais des Congrès building (Racine 26). These urban spaces were leftover from the
expropriation of the expressway, which in turn devalued the space. This project was a partnership
between the urban design firm Daoust Lestage and the architectural firm, Provencher Roy, otherwise
known as the Quartier International de Montréal (QIM) partnership. This collaboration’s goal was to
restructure the square and build a new public square park, Place Jean-Paul Riopelle. With a formal and
historical analysis of the area, the hired designers needed to increase the value of the leftover lots by
gathering investments from major real-estate brokers, otherwise a known gentrifying technique wherein
4

Stock Exchange Tower

increasing real estate values drives low income residents out of the area. (Racine 27). The project’s goal
was to fill urban voids in an emerging city (Racine 27). By systematically greening public squares and
planting roadside trees, the designers were able to increase pedestrian access to the area’s streets and
widening the sidewalks (Racine 27). In addition to more pedestrian-friendly access, the project also
included increased accessibility for all modes of transportation: there are 12 metro access points in the
area, an extensive pedestrian network, reducing long-term parking, etc (Ville Montréal). While this may
seem attractive for urban mobility, all this gentrification and escalation of real estate value for a single
use is a practice subsidized on taxpayers money.
Figure 7

Richard-Max Tremblay (2004)

The designers wanted to modernize the site while maintaining traditional sensitivity to the heritage of
the city, along with an internal network. The expansion of the convention center, the Palais des Congres,

gave an important entrance facade for the new public square. The name of the park was dedicated to
artist Jean-Paul Riopelle whose fountain-sculpture, La Joute, is featured at the center of the space.
Every year, during the months of May through October, the square hosts a light show. It was initially
installed at the Olympic Park for the 1976 Olympic Games. Since its reinstallation, the sculpture now
includes other elements depicting various animals and mythological figures as well as a circle of fire
(“La Joute”). The QIM contributed to the city’s urban transformation by site configuration with open
spaces and the relationship of buildings to the site and to existing open spaces. The project was based on
restructuring Victoria Square and reusing the sculpture to create a new park. The enhancement and
development of Montréal’s international character presented to the rest of the world through Trudeau’s
desires was a major urban development project that aimed to promote Montréal’s international character
by creating a space that deemed to honor design, architecture and culture activities, all paid by taxpayers
to subsidize the real estate in the area. The project has since won numerous awards and distinctions and
changed the brand image of this renewed area of Downtown Montréal.
While I recognize the negativities and detrimentalities of gentrification and urban renewal on
working-class neighborhoods and residents, the focus in this paper is on the policies and processes rather
than on explicit injustices of displacement. The (re)development of high-end housing in or near the city
center may be an effective way of attracting the kind of middle-class and/or cre-ative residents capable
of generating distinctive—and thus profitable, urban commons. By introducing a creative space by
recycling leftover lots from a previous highway construction project, can create a sense of community
and allow for that space to be revitalized for further economic development.

Expanding Urban Mobility /Rescaling Infrastructure
Figure 8

El-Geneidy, Ahmed, et al. “Evaluating the Impacts of Transportation Plans Using Accessibility
Measures.”

Transportation networks are fundamental to a physically integrated metropolis, provided that
they open connections between different parts of the city, allowing for trade and traffic with
peripheral regions. They contribute economically, socially, and culturally to the metropolitan
area and play a decisive role in urban growth. Urban mobility allows for city resources to be
accessible but also shapes both the internal and external experience of the city and society. Urban
transportation networks are crucial in framing opportunities and accessibility of individuals,

thereby shaping social practices and networks of human interaction. Since this is so embedded in
our daily lives, it affects all areas of interactions and urban planners and governments have been
looking for more ways to maximize its structural utility. In Montréal, the Metropolitan Land Use
and Development Plan (PMAD) and Communauté Métropolitaine de Montréal (CMM) are the
ones who hold jurisdiction over this field of land use planning.

With the industrial age and the rise of motorization, which increased economic growth and
mobility to both dwellers and commercial entities, it has also created a number of environmental
and social challenges. Motorization and urbanization led to increases in traffic congestion, air
pollution, noise and energy consumption. The impact of increased urban population results in
territorial expansion, which then also leads to an increased demand for transportation. Mobility
patterns, transportation infrastructure and urban form all influence one another and they are all
considered when developing urban transit (El-Geneidy, Ahmed, et al). In other words, there is a
direct relationship between the supply of transportation infrastructure, territorial expansion, and
urban form.

Transit providers have two principal, often contrasting, goals: providing service that attracts
users, while striving to better serve current users. Transit provisions have potential to address
several societal goals such as reducing greenhouse emissions, cutting traffic congestion, spurring
economic development, creating jobs, giving access to destinations, etc. A principal function of
public transit is to provide accessibility to all members of society, particularly to those with
limited mobility choices. Trains provide a more environmentally-friendly, and often
economically and affordable, alternative to cars and motor vehicles especially in a dense

metropolitan region. One has to consider road design, as it concerns accessibility and
connectivity. The connectivity of the road network also allows for alternative routes for
pedestrians and cyclists. Since the 1990s, urban transportation plans have shifted from
automobile-focused infrastructures to broader policies with environmental and social
dimensions. These include goals such as sustainable development, reducing pollution and
automobile dependency, and promoting active modes of transportation, such as cycling and
public transit.

Montréal is an island located in the Saint-Lawrence river. The population of the metropolitan
areas, Montréal Island and its municipalities, is about 3.6 million (Communauté métropolitaine
de Montreal, 2012). The city actually went through a distinctive modernization mode in the
1960s that was accelerated by Mayor Jean Drapeau, who had an ambitious urban growth agenda
for the city. He identified mobility as an essential element and had a “the bigger the better”
mindset when it came to the scale of infrastructure. The key to these metropolitan developments
were the grander mega events, Expo ‘67 and the Olympics, that helped attain these outcomes.
The impact of the major investments made since the early 1960s to turn Montréal into a
world-class tourist destination. The city has a public transit system that includes a subway, which
extends into two off-island suburbs, and a suburban train. More than half of the population and
jobs are concentrated within a 15-kilometre radius around the downtown core. Consequently, this
makes the City of Montréal’s downtown core very dense. According to the CMM, the population
2

density of the city center is4, 458 𝑖𝑛ℎ𝑎𝑏𝑖𝑡𝑎𝑛𝑡𝑠/𝑘𝑚 , while the density outside the Greater
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Montréal area is 1, 240 𝑖𝑛ℎ𝑎𝑏𝑖𝑡𝑎𝑛𝑡𝑠/𝑘𝑚 (CMM 2012). The demographic also has a modal

share of 25% for public transit in the morning commute to work and the PMAD aims to increase
it to 30% by 2021 and 35% by 2031.

Additionally, the PMAD policies included cultural activities with the purpose of their added
value, attractiveness, and unifying nature. Incorporating culture into the land use has structural
effects on the community and maximizes the economic impact of interventions. Including the
cultural additive to the part of land use planning allows for the Québec government to enhance
the land use, and by doing so it encapsulates the living environment, the built environment, and
landscapes. Urban development is not a natural process that consists of steady growth or
expansion, but rather it occurs in booms and busts that embody the rhythm of destruction and
renewal of urban landscapes. Montréal has quite a few projects that embody these values and one
of the more recent ones is the Bonaventure Project that was completed in 2017.

Bonaventure Project (2011-2017)
The Bonaventure Expressway was first built for Expo 67 but was considered an eyesore and
contributed to Griffintown’s, a neighborhood populated by mainly Irish labourers in the 80s,
isolation, so the city planned to rebuild an urban boulevard in its place. The elevated section of
the expressway, located north of the Lachine Canal, creates a physical barrier between two
adjacent neighborhoods, Griffintown and Faubourg des Récollets. The project aimed to not only
redevelop the entrance area to downtown but also facilitate mobility and mesh together two
disparate districts and support urban development. The City of Montreal also achieved the
following components:
● Redevelopment of Duke and Nazareth streets with the addition of a border of trees and
widened sidewalks;

● Dedicated bus lanes and the construction of a bus pier;
● Creation of cycling facilities;
● A separate sanitary sewer within certain intersections;
● Replacing major underground infrastructures;
● Installations of public arts;

This project includes the demolition of the Bonaventure Expressway north of Wellington Street
and developing a main entrance to Downtown Montréal. The Bonaventure Expressway is the
main access point to the city center from the South Shore. The goal of this project is to redevelop
the expressway as a boulevard, providing a user-friendly public space linking the Griffintown
and Old Montréal neighbourhoods. The Expressway was originally built for the city’s World
Expo 67 and the plan was to demolish the elevated section of the highway and replace it with a
ground level boulevard (“Projet Bonaventure”). By removing the elevated highway allowed the
space to be more open and created a more friendly environment. The new urban boulevard has
nine lanes, improving transportation modes for buses and regional vehicle traffic. The designers
included cycling paths and large 6m sidewalks as well as planting pits (“Projet Bonaventure”).
The project was completed in September 2017, and thus unveiled a beautifully designed $141.7
million ground level expressway with a landscaped park (“Projet Bonaventure”). The park
includes artwork on both ends, one of which is a twisted tree trunk-like sculpture called
Dendrites by Michel de Broin (2017), a public commission from the Ville de Montréal.

Figure 9

Project Bonaventure, novembre 2014

The transformation of this expressway has earned numerous awards, such as the 2018 Grand Prix
D’excellence en Transport5 and Prix D’excellence en urbanisme6. The most recent census
showed a 642 percent population growth in Griffintown from 2011. The redevelopment of the
axis took in consideration the different needs of its users: pedestrians, passengers, buses, cyclists.
The new urban boulevard now is able to accomodate nine lanes, one of which is exclusively
reserved for buses in each direction. One of the biggest successes of this project was improving
interactions between the various modes of transport as well as the quality of facilities and
equipment intended for pedestrians, cyclists, and public transit users through the establishment of
a landing stage. This urban project was deemed highly successful by the city and municipal
officials in linking the historical industrial port with new modern architecture and creating a
major entrance to the city center.

5
6

French for “Grand Prize for excellence in Transportation”
French for ”prize for excellence in town planning”

Much of Montréal’s transit infrastructure was facilitated and accelerated by Jean Drapeau in
pursuit of his grandeur visions for the city during the mega-events era. The main outcomes and
goals from Montréal’s this era was to introduce and rebrand the city as a global metropolis.
Drapeau accomplished his vision with the support from the touristic achievements from the
mega-events of this era. With this, Montréal’s overall portrayal and physical aesthetics
underwent huge developments. With the desire to represent Montréal as a modern, world-class
Francophone city of the future, Drapeau had visions of “grandeur” and growth that led to
increased funding for city development. The World Expo of 1967, along with massive public
works expenditures, physically reshaped Montréal. This included major highway expansions and
bridges throughout the Montréal region, the construction of the public subway system, and the
underground network of pedestrian walkways, otherwise known as the ville souterraine7. These
grand events were used as catalysts for major investments in international hotels and shopping,
in addition to state-of-the-art public infrastructures, which would later become
government-owned infrastructures. Since then, the city has aimed to present a shift towards more
sustainable, cultural infrastructures, building parks. Transportation infrastructures touch upon
and help shape settlement patterns in cities, the economy, urban mobility, society, and
community culture, thus making it important to spotlight the marginalized and displaced
communities that came from the results of these actions.
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Urban Renewal & Gentrification

Urban renewal is often the transformation of a physical and social landscape of an area executed
by bodies of governance. These areas are usually occupied by marginalized populations. Cities
around the world aim to establish a distinct historical and local identity through entrepreneurial
strategies, such as place marketing and place branding. By promoting a competitive identity, they
are able to attract investments towards the built landscape, as well as generate visitors. But
exposing these vulnerable populations to entrepreneurial ventures seldom leads to improvement,
rather the gentrification on these built landscapes tends to displace many low income groups. In
order for places, neighborhoods in this case, to stay attractive in accordance to municipal
governments, there are efforts to “revitalize” them often through gentrification. In order for
places, neighborhoods in this case, to stay attractive, there are efforts to “revitalize” them often
through gentrification (Markley & Sharma 386). Urban renewal happens for numerous reasons,
such as Abramson highlights in Obsolescence:
“Population growth, social transformation, technical innovation, and market competition
─all these would inevitably work together to degrade properties’ utility and value,
leading to early demolitions and ceaseless rebuilding” (Abramson 18).
There is a strong interdependence between gentrification and culture-led regeneration with urban
entrepreneurialism, place branding, capitalism, and creative city strategies. Although these
entrepreneurial projects do create some spaces for culture and arts, they inevitably contribute to
the negative consequences of gentrification. Urban centers claim to become spaces of culture and
the arts, attracting jobs and businesses as a goal but these strategies, as Abramson also highlights,
exclude and displace marginalized communities (18). Gentrification traditionally involves

physical, economic, social and cultural processes wherein there is an ‘invasion’ of middle or
upper-income groups into working-class neighborhoods and subsequently displacing many of the
original residents (Twigge-Molecey 3). With displacement, comes the notion of a “sense of
place,” which inturn mobilizes the concept of place identity (5). In the case of Little Burgundy, it
is unique in that it finally was publicly recognized as a black communal neighborhood only after
it went through gentrification, which often results in the erasure of its history rather than bringing
forth.

Gentrification involves both direct and indirect displacement. Twigge-Molecey discusses
displacement that differs from traditional gentrification, wherein new-build housing on disused
land has more indirect effects on existing residents (3). Twigge-Molecey connects the individual
psyche to its surroundings and locality, as well as the effects on cognition and behavior. She
mentions two concepts: the bond between individuals and important places, she coins as place
attachment, and the incorporation of place onto a larger concept of self, otherwise termed place
identity. There is an emphasis on “sense of place” due to the significance of circumstantial
settings and how they are infused with meanings and feelings by the current context. Location
itself is not enough to create a sense of place in itself but rather it emerges from social
interactions and interactions between people and the place. In Sandrine Jean’s Neighbourhood
Attachment Revisited, she describes how place attachment is “expressed through the physical
relationship they have with their neighbourhood (extensive use of neighbourhood amenities and
services) and the social bonds they have developed (local sociability and relationships with
neighbors), but it is also symbolic (choice of lifestyle convergent with representations of family

life)” (Jean 2569). Place identities are often influx and unfixed, thereby they emerge from
involvement among people and between people and the space (Jean 2569).

Little Burgundy Renewal (1965-78)
Little Burgundy is still synonymous with Black Montreal and the jazz movement, despite its
transformation and displacement of its railway workers’ residents. Much of the black community
in Little Burgundy inhabited the northern half, concentrated mainly along Saint-Antoine which
was also the part of the neighbourhood being targeted for the new highway. As a result of the
new expressway, the entire neighbourhood endured urban renewal, blurring the multicultural
landscape it once was (High 25). Although it is coined with the cultural embodiment of Black
Montreal, during its time leading up to the urban renewal, it was not publicly represented as the
multicultural neighbourhood it once hosted (High 25).
Little Burgundy, also known as “La Petite-Bourgogne'' in French, is a deindustrialized
neighbourhood located to the north of the Lachine canal and the South-West area of the Montreal
island. This neighborhood has experienced urban renewal demolitions that made way for
low-income public housing and the Ville-Marie expressway. Little Burgundy is close proximity
with five major traffic arteries: Saint-Antoine, Saint Jacques, Notre-Dame, Atwater and Guy.
Historically, it has been the center of Montréal’s black anglophone population since the 1880s
(Goyette 2). Due to its declining population and poor housing conditions, this neighborhood was
one of the several areas targeted by Montreal’s post-war urban renewal projects. The project was
first announced in 1965. As a result of this project, many long-time residents were displaced and
fractured the Black anglo community living there. What makes this urban renewal a bit different
from others is that this area’s reputation of being Montreal’s black communal neighborhood only

emerged after the community was largely displaced by urban renewal. This gentrification and
image making can be seen as a little odd, as the image of the black neighbourhood only came
forth after its renewal and redevelopment. As the city’s attempt to revive a declining working
class neighbourhood, it also revived its history.
Figure 10

Echoes de la Petite Bourgogne, July 1968

The population residing in the area were mainly black men that worked for railway companies,
as the neighborhood was close to Windsor and Bonaventure train stations (High 1). “Little
Burgundy” was given its name by government officials in their urban renewal proposal. The
decline of passenger train travel in with the shift from trains to cars hit this specific community
hard. As a result, many were laid off and the incomes of households dwindled. The urban
renewal plans included new highways, mainly to give way to white suburban workers and
consumers a road to downtown. The massive demolition of housing forced most of the

population out and never returned, there was a grand decline in massive units: 4,129 units in
1961 and only 1,940 units in 1976 (High 56). Along with the demolition of housing, there were
closures of the English schools which drove many Anglophone students out (High 57). The
neighborhood today is home to the largest portion of subsidized housing in Montréal and the
largest concentration of public housing in the entire province. This urban renewal project
intended to address the social and economic problems as well as improve the neighbourhood’s
physical condition. There have been numerous discourses criticizing this project, saying the
interventions disregarded the needs of the residents of the neighbourhood and failed to consider
the negative impacts affecting the existing population. In Goyette’s article on Urban Governance
After Urban Renewal: The Legacies of Renewal and the Logics of Neighbourhood Action in
Post-Renewal Little Burgundy (1979-1995), critiques the intentions of the program:
The urban renewal program was designed to improve the profitability of the declining
pericentral neighbourhood rather than improve the living conditions of its residents
(Goyette 2017: 34).
Redevelopment arguments often proclaim they are using underutilized and blighted areas to turn
them into more productive uses, these interventions in the spaces of marginalization may not be
designed to support the diverse local communities but for the city as an integrated economic
whole. Place marketing does not only brand spaces but also people, but what makes Little
Burgundy a bit more unique is that it only recognized its Black history only after its
gentrification and renewal. Tensions emerge and questions exist in the gap between authentic
experience and manipulated representation of that experience. In literature on place meaning, it
is alleged that individuals adapt to the collective image of a space influenced by the larger
community that inhabits it but Little Burgundy’s image is influenced by the community that no

longer inhabits it. Bringing back Lynch and his explanation on how urban spaces and their
representations in mental images are just as important as its physical characteristics, Little
Burgundy’s history still has remnants despite gentrification and its original black population
displaced. The memorialization of the population lives on, these traces of meanings are left even
as places are changing and thus showing how sometimes these lost histories can still echo
beyond the transformation of the physical environment.

Branding Montreal: An Ever-evolving Dialogue
Through my analysis of the constructed branding of Montreal, I have shown the city spaces that
are formed in part through place marketing and institutional alliances. Future research will
further the application of empirical methodologies in this field and continue dissecting the
intricate construction of spatial imagery by employing a material cultural approach to the urban
fabric. Additionally, more research is needed that explores the connections between place
marketing, place meaning, and community self-perception. Due to the complexity of defining
imagery, it is unclear where the authentic Montreal culture and constructed image begin and
overlap. The degree to which commodified image is subsumed in a dynamic community identity
is also difficult to extract from the imagery overall. The informal and formal uses of spaces of
community building often happens outside of branding, and sometimes the act of branding
ironically brings that informalness out through local bottom-up initiatives. In the past, branding
has been used to present a homogenized image through big-scale projects initiated by
governmental authorities; however, there is a possibility towards a movement that is smaller
scale and sustainable in hosting more informal activities. Does branding only mean to unify
things? Is this a tension cities will always have to harness? How do we keep the different
imaginations in dialogue and give room to artists working in these spaces? Municipal authorities
are oftentimes focused predominantly on the brand experience they wish to present and deliver to
visitors rather than the authentic brand that the city’s residents communicate. The emphasis is on
the experiential memories, not just the built environment. While Lynch and Pallaasma do not
deal with the issues of lost histories, we can use their theories and proposals to argue that there
are traces of meaning left even as places are changing and there is always a possibility of
returning to those meanings. As Lynch states in chapter 3, “there are other influences on

imageability,” giving note to the importance of emotional connections that may serve more than
the physical features of a space. Additionally, there can be further research into the general
nature of city branding and the strategies adopted by practitioners to evaluate and enhance place
experiences. While environments are constantly changing and transformations are inevitable, it is
also important to memorialize the histories of places. There are possibilities to do so within
branding and public spaces, using the same instruments of city planning as were utilized with
Montreal. Going forward, how can we best do this and why is it important?
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